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ABSTRACT 
 
A STUDY ON THE WEB PORTAL INDUSTRY  
  
By  
Chan –Soo Park 
 
A portal is a site on the Internet that provides a one-stop experience for 
Internet users, allowing them to check e-mail, search the Web, and get 
personalized news and stock quotes. Since 1998, the “portal” has been 
considered the most successful Internet business model. Portal sites have 
characteristics such as community facilitated by services, revenue that 
relies on advertising, a highly competitive market, heavy traffic, and an 
uncertain business. 
 
The world wide portal industry is like a battle zone for America’s top three, 
broad-based and vertical portals. The Web portal industry is dominated by 
the “top three portals,” which are AOL, Yahoo and MSN, and “vertical 
portals” such as Go Network and NBC.  The broad-based portals --Lycos, 
Excite@home, AltaVista and Infoseek—do not lag far behind as major 
competitors.  
 
Many challenges face the three key players and broad-based portals. Their 
business models have risks of aggressive expansion (M&A), highly 
competitive markets, fluctuation of revenues, rapid technological 
developments, and limited operation history. To keep generating profit on 
the Internet, companies have to continue to develop and extend the portal 
brand, acquire competitive services or products and adapt quickly to these 
changes.             
 
I suggest that the successful portal sites should have the following key  
elements in order to effectively compete in the portal industry; building 
customer loyalty in the form of community, developing various services 
based on customer satisfaction, integrating services and e-commerce, 
obtaining enough subscribers, and localizing their content.       
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I. Introduction 
 
1. Background and Objective of the Research 
 
1.1 Background of the research 
 
The word “portal” has become as much a part of the Internet’s vocabulary as 
the word “Web.” One of the big issues from 1994 to 1997 was the “Browser 
War” between Netscape and Microsoft. However, after 1998, companies began 
to take interest in how to develop the “Portal” to cause more visitors to spend 
more time at the site. 
 
According to Media Metrix, a media research company that provides monthly 
traffic rates (the number of visitors who access Web sites) for Web sites,1 
portals dominate the highest ranking sites in the top 10 sites. Since traffic rate is 
the most important criteria to measure a successful Internet model, a “portal” 
must be the most successful Internet model. But the portal business model has 
not been defined clearly so far.  
 
Portals contain a wide variety of content in the form of news, information, links 
and many services, such as ordering flowers, books, and CDs or free e-mail 
and Web space. As locating desired material on the Internet continues to 
become more difficult, the value of fast, reliable and simple-to-use portals 
increases as well. 
 
The portals business is a highly competitive industry. The market for Internet 
products and services is also highly competitive. There are no substantial 
barriers for entry into these markets. As a result, competition will continue to 
intensify in the portal industry.  
 
1.2 Objective of the Study 
 
The objective of this study is to define the successful portal business model and 
                                            
1 Media Metrix, February 2000 
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suggest the future challenges and strategic options of key portal. Additionally, 
this research will suggest five key success factors for future portal businesses.  
 
Most Web companies promote their sites as Web portals to attract and keep a 
large audience. But the concept of the portal business model is unclear. This 
research will define the portal business model and suggest key factors that will 
contribute to the success of the portal industry in the future.  
 
Currently, the portal industry is like a desert shrouded in smoke from artillery fire. 
The leaders in the portal industry are AOL, Yahoo and MSN. The second group 
of portal industries are broad based-portals--including Lycos,Excite@home, 
AltaVista and Infoseek --and vertical portals. These sites are in hot pursuit of 
Yahoo, AOL and MSN.  
 
This research will describe the key success factors and future challenges of the 
top three and other major players in the portal industry.  Additionally, this study 
suggests strategic options for both implementing business strategies based on 
heavy traffic rates as opportunity factors, as well as for satisfying erratic users’ 
wants and needs. 
 
 
2. Organization of the Research 
 
This research is organized into the following four parts. 
 
? Introduction and basic concepts of the Web portal industry  
In basic concepts of the Web portal industry, this research defines the “portal” 
and “vertical” business model.  
 
? Overview of the portal industry 
The overview of the Web portal industry consists of U.S, Europe and Asian 
industries, including Korea. This research scrutinizes industry overview, market 
size and key players in the U.S, Europe and Asia. 
 
? Strategy and performance of key players 
This research describes strategies and performance of key players who are 
dominating the portal industry. 
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? Portal strategic options and key success factors   
Key issues and strategic options are divided into the following parts: 
-. Industry scenario 
-. Key issues and strategic options  
-. Key success factors of the portal business model 
The industry scenario will be focused on future challenges in the portal business. 
 
The concluding chapter consists of the following parts. 
-. Summary of key findings 
-. Managerial implications 
-. Future research agenda  
 
 
3. Basic Concepts of the Portal Industry    
 
3.1 Definition of the portal 
 
3.1.1 Concept of the “portal” 
 
“Portal” is a new term, generally synonymous with “gateway”, for a World Wide 
Web site that is or proposes to be a major starting site for users when once they 
are connected to the Internet.  Additionally, “portal” refers to a site that users 
tend to visit as an anchor site.2 
 
Portal models are in actually nothing new to the Web. These entry sites have 
been in existence for quite some time. AOL and CompuServe in the United 
States, T-Online in Germany, and Ireland Online in Ireland, for example, have 
offered first generation portals for years. Second generation portals are search 
engines such as Yahoo Excite and Infoseek that have begun to offer services in 
addition to being a directory or search engine.  
 
Most Web portals were initially created as search engines. Search engines are 
computer programs that allow users to type in a keyword and then direct them 
                                            
2 whatis.com. Terminology definition. [online].Available:http://www.whatis.com (accessed 
Feb.2000) 
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to a list of Web pages that match that keyword. Even when a person follows the 
directions precisely, search engines do not work that well. From the user’s 
perspective, many of the sites listed by the search engines are irrelevant. 
Nevertheless, search engines are the best tools available for tapping into the 
vast amount of information on the Web in a relatively efficient way. For example, 
Yahoo, a second generation portal, started off by using a slightly different type 
of search engine. The index is organized around topics of common interest, 
such as business, finance, or sports. Sites such as Excite, Lycos and Infoseek 
also appeared as second generation portals.    
 
Generally speaking, a portal is a site that is intended to be an all-in-one entrée 
to the Internet.3 Not merely a search site, it provides users with email, chat 
rooms, and various other Internet services. 
 
3.1.2 Portal type 
 
Horizontal and vertical portals.4   
 
? Horizontal Portals  
Horizontal portals are sites such as Yahoo!, Lycos, and Excite that appeal to a 
broad audience base. 
 
? Vertical Portals 
Vertical portals are sites such as Garden.com (for gardeners), Fool.com (for 
investors), NBCi (for content users) and SearchNT.com (for Windows NT 
administrators) that provide a tightly focused content area geared toward a 
particular audience.  
 
3.2 Portal services  
 
Typical services offered by portal sites include a directory of Web sites, a facility 
to search for other sites, news, weather information, e-mail, stock quotes, 
phone and map information, and a community forum. 
                                            
3 Zdnet. Online magazine. 
[online].Available: http://www.zdWebopedia.com/TERM/W/Web_portal.html.(accessed 
Feb.2000)  
4 Daniel Amor “E-business Revolution” Hewlett-Packard Books pp.220-221  
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The main services are as follows:5 
 
? Channels 
Making it easy to locate the information that interests users by categorizing 
everything into channels is one of the key functions of Web portals. They 
organize content into 14 to 18 easy-to-recognize subcategories. 
 
? Chat 
Being able to have a forum to share ideas and meet people should be a staple 
of any Web portal. Most Web portals have integrated chat rooms across their 
services, with a range of discussions, both moderated and open.  
 
? E-mail  
E-mail, the most popular online activity, has become a standard addition to Web 
portal sites as another way to get users to frequent the site and feel a 
connection to it.  
 
? Shopping 
The portals are giant markets for goods and services.  
 
? Other services 
Other services include instant messengers, weather reports, and personalized 
service, and many others. 
 
3.3 Characteristics of the portal industry 
 
? Community model facilitated by services 
 
Search engine companies realized that there were other services they could 
offer. Their first objective was to attract more visitors. The second was to 
encourage those visitors to spend more time at the site.6 To achieve these two 
objectives, portal companies tried to create “communities.” These communities 
were facilitated by a technology called chat. Additionally, all portals began to 
offer visitors the ability to personalize the service by creating their own 
individualized “start page” that included specific types of information they 
                                            
5 PC Magazine 1999. 
6 Peter S. Cohan “Net Profit” Jossey-Bass Publishers, 1999: pp.111 
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wanted, such as sports news, stock quotes, and local weather.      
 
? Revenue that relies on advertising 
 
Most of the current revenue in the portal industry is generated by selling 
advertising (See Figure 1). 
 
Figure 1. Advertising unit of main portal sites 
 Yahoo USA Lycos USA Yahoo Korea 
Banner (Top page) $48,000/wk $10,000/wk $13,000/wk 
Text (Top page) $82,000/wk $13,000/wk $10,000/wk 
A day page view 460 million 120 million 29 million 
Source: Shingyoung Research Center on April 4, 2000 
  
Advertising usually takes the form of banners, which are rectangular images 
that usually include a company, product name, and message to encourage 
visitors to click on the image for more information. Portals charge advertisers for 
placing banners on their sites. In some cases, portals can charge higher 
advertising rates for placing the banners on Web pages that are more likely to 
be visited by target customers. 
 
Most portals, except AOL, receive their revenue from advertising and sale 
commissions. Portals generate 70-80 % revenue from advertising. The sale 
commission on the Internet is small for portals (less than 10-20%). The high-
ranking Web sites (1%) occupy an overwhelming majority of advertising 
revenue (95%). 7  That is, only a few Web sites monopolize the Internet 
advertising market. 
 
? Highly competitive market and easy mobility 
 
The portal business is a highly competitive market. There are many competitors 
in this industry, including 
-. Vertical markets, which have advantages in expertise and brand recognition 
-. Broadband networks that provide high quality content 
-. Metasearch services and software applications  
-. Database vendors that offer information searches  
                                            
7 Web Advertising 99 Conference” in April, 1999 
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Mobility barriers have been very low. They are likely to continue to be low in the 
future, because the cost and time required for a firm to initiate a successful 
strategy will be low. For example, all the Web portals offer free e-mail. Yahoo 
was first with its $92 million acquisition of Four11. Microsoft followed with its 
estimated $400 million acquisition of Hotmail. In addition to free e-mail, the 
portals are also copying each other by offering chat, sports scores, stock quotes, 
directories, and so on.   
 
? Heavy traffic on the portal sites 
 
Portals are in an excellent position to implement any strategy because the traffic 
rate for portal sites on the Internet is very high. 
Providing a variety of services, portals attract more visitors to spend more time 
at the site.  Additionally, they provide “Mall of Mall” 8 for users to do shopping.  
This in turn provides the opportunity to increase advertising revenue 
 
? Uncertain Internet business model 
 
While it is the most successful Internet business model, portals have drawn 
some negative from critics.  An Internet expert who takes a skeptical view on 
the portal, says the portal sites are like a supermarket.  This Internet specialist 
pinpoints that portals are the Internet business model which do not provide the 
specialized information. The user’s lack of loyalty is the other negative side. The 
ultimate purpose of a portal is to prevent users from accessing other Websites, 
but users’ loyalty to one cite is low, since most people are constantly seeking 
new and exciting information, products, and services throughout the World Wide 
Web.  For example, even though an Internet user is a member of Yahoo, he/she 
will remain loyal to Microsoft Hotmail and the vertical portal’s shopping mall. 
 
 
 
 
 
 
                                            
8 There are wide selections for the consumers 
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II. Overview of the Web Portal Industry 
 
The portal industry is like a battle zone for top three, broad-based, vertical 
portals and other players. 
 
Figure 2. Portal Industry Structure  
 
Potential Entrants 
* Wireless access providers 
* Broadcast networks (ABC..)
* Media companies (Web TV) 
                
                           Threat of  
new entrants 
 
Suppliers                  Industry Competitors                   Buyers 
Power                                                                             Power 
* Contents                            * Top three portals                  * Advertisers 
providers (CP)                    AOL, Yahoo, MSN  
CNET.com etc.  
* e-commerce                       * Broad-based portals            * Users 
retailers: amazon                Lycos, Excite@home, 
etc.                                     AltaVista, Infoseek etc. 
                           
                                     
                                           Threat of substitute 
                                           products or service    
 
Substitutes 
* Vertical portals 
Garden.com, NBCi.com 
* Metasearch services 
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According to a Forrester report,9 “advertising opportunities offered by vertical 
portals will seriously erode ad spending at broad-based portals like Lycos, 
Excite@home, AltaVista and Infoseek. These broad-based portals will see their 
ad share decline from 5% in 1999 to less than 1% in 2004. Meanwhile, the 
leading vertical portals will see their share of ad spending increase to 24%, up 
from 20% in 1999. “ 
  
As you see in figure 2, “Portal Industry Structure,” vertical portals could 
substitute services offered by general-purpose portals. 10  Content providers 
expand their presence by forming partnerships. The potential entrants of the 
business, wireless access providers and media companies are expected to shift 
the balance of power in the portal industry. 
 
Internet service providers (ISP) are attempting to differentiate themselves by 
transforming themselves from mere suppliers of Internet connectivity to portal. 
Broadcast networks such NBC and ABC are also transforming themselves from 
just broadcast networks to portal. The greatest threat is from the broadcast 
networks. Their power is greater than that of the ISPs for two reasons. First, the 
broadcasters have demonstrated the ability to build brands. They can build and 
sustain the loyalty of viewers with a demographic profile that interests 
advertisers. Second, they have access to a substantial amount of capital. 11 
The threat of ISP and Broadcast networks can dramatically change the market 
position of portals that are now leaders. 12 Portals need to pay more attention to 
threats from broadcast firms. 
 
AOL, Yahoo!, and MSN continues to stay ahead of the other portal business by 
incorporating new technologies, such as wireless devices and Web T.V, that has 
the potential to shift the competitive landscape. Yahoo is emphasizing voice 
communications on its site, while AOL is set to launch AOL TV.  So far, AOL has 
an edge with an upcoming launch of wireless devices, while Yahoo has the lead 
in expanding internationally. 13. 
 
                                            
9 Forrester research: January 28,2000 
10 First and second generation portals (AOL and Yahoo) 
11 Peter S.Cohan “Net Profit”. Jossey-Bass Publishers, 1999 pp.121-122 
12 Peter S.Cohan “Net Profit”. Jossey-Bass Publishers, 1999 pp.121-122 
13 Business week May 25 [Online]. Available: 
http://www.businessweek.com.bwdaily/dnflash/may2000  (accessed May.2000) 
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Figure 3. Characteristics of key portal players   
                                           Unit: Dollar, Won (1 dollar = 1200 won) 
 Yahoo  
U.S 
Lycos  
U.S 
Yahoo 
Korea 
Daum Lycos 
Korea 
Market 
Capitalization  
79 trillion 
Won 
6.3 trillion 
Won 
N/A 1.2 trillion 
Won 
N/A 
Page View 
a day 
465,000,000 125,000,000 29,000,000 30,000,000 22,000,000 
Ad revenue/ 
Page view 
1,016  
Won 
1,218 
 
209 
 
160 145 
Revenue 
(’99) 
580 million 
Dollar 
240 million 
Dollar 
5.8 million 
Dollar 
4.6 million 
Dollar 
3.5 million
Dollar 
Number of 
Stock issue 
539  
million 
109  
million 
90 
thousand 
1.2  
million 
23 
thousand 
Source: Sec filings, Yahoo Finance, Stockpoint, Shinyoung Research center. 
 
 
1.U.S Portal Industry 
 
As can be seen in figure 4, major players in the U.S portal industry are AOL, 
Yahoo! and MSN.  The top three portals capture 15% of Internet traffic and 45% 
of all Internet advertising. 14   
 
                        Figure 4. Top-traffic Web properties 
Rank Property Visitors 
1 AOL Network 57,601,000 
2 Yahoo! sites 45,488,000 
3 Microsoft sites 44,007,000 
4 Lycos 31,572,000 
5 Excite@Home 30,191,000 
6 Go Network 21,297,000 
7 NBC Internet 16,464,000 
8 Amazon 14 ,463,000 
9 Time Warner Online 13,798,000 
10 About.com Sites 12,966,000 
Source: Media Metrix, February 2000;  
 
In the recent past of the U.S portal industry, there have been a number of 
significant mergers and acquisitions announced among and between certain 
numbers of portals. For example, in May 2000, a Spain-based Internet service 
                                            
14 Forrester Research Jan 28, 2000 
  
 16
provider announced plans to acquire Lycos for $12.5 billion in stock. 15  In 
January 2000, AOL announced its merger with Time Warner. Last year, USA 
Network merged with Lycos, a portal whose sites include Tripod (an online 
community) and HotWired (a well-known Internet Brand). Excite was acquired 
by @Home Networks, a provider of high speed internet access serving the 
cable television infrastructure, and CMGI acquired an interest in AltaVista from 
Compaq Computer.  
 
Additional significant M&A deals are as following: 
? The Walt Disney Company acquired a significant interest in Infoseek 
? AOL acquired Netscape 
? NBC acquired an interest in Snap, a subsidiary of CNET  
? Compaq took control of AltaVista through its acquisition of Digital 
Equipment Corporation (CMGI has acquired an interest in AltaVista from 
Compaq)  
Merge and Acquisition in the Portal industry in the U.S.A may only be the 
beginning. Analysts say they expect more mega-mergers in the portal industry 
to look for ways to leverage their old media content in new markets.  
 
The leading media research company, Jupiter, projects that the Internet 
population in the U.S will grow from 100 million individuals in 1999 to over 144 
million by 2002, and the total online shopping and brokerage fee revenues in 
the US will grow from $7.9 billion in1998 to over $43.2 billion by 2002. The 
portion of commerce revenues generated directly by the portals, however, is 
small at best: 18 percent of the total in 1999, growing slightly to 20 percent by 
2002. 16 A recent report from Forrester Research predicts that 57% of all online 
ad spending will flow to vertical sites by 2004 as more retailers seek greater 
returns from their investments.17  
 
 
 
                                            
15 Cnet news. Online IT magazine. [Online]. Available: http://yahoo.cnet.com/news (accessed 
May.2000) 
16 Jupiter Communications. Media research company. 
  [Online]. Available: http://www.jupitercomm.com/sps/ (accessed Feb.2000) 
17 Forrester Research Jan 28, 2000 
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Figure 5. Market Size 
Continent U.S Market European Market Asian Market 
Internet AD  $10,500 M $2,800 M $1,250 M 
Country U.S Germany U.K Korea Japan 
1999 110.8 M 12.2 M 13.9 M 5.6 M 18.1 M User 
% 42.7% 4.7% 5.4% 2.2% 7.0% 
Source: Computer Industry Almanac Inc (1999), Forrester research (1999).           * % = Country / World 
 
AOL, a top ranking ISP company, is developing their business by acquiring 
leading Internet firms. By the acquiring CompuServe, AOL has dominated the 
ISP industry in U.S. AOL acquired ICQ, an Israel Internet venture firm that 
provides Instant messaging service. AOL also acquired Netscape to enter the 
browser market. In addition, the recent successful merger of Time Warner’s 
content engines and cable systems with AOL’s users and community will 
irrevocably change the portal battle.   
 
Yahoo is also implementing aggressive M&A strategy to become a 
consolidated-network media company. By acquiring Geocities, a well-known 
Internet community, and Broadcast.com, a top-ranking online company, Yahoo 
has been developing the contents and technology as a leading portal.  
 
Microsoft, the giant software company, was a late mover in the portal industry, 
because when it entered the market initially it underestimated the potential of 
the portal industry. As Microsoft now considers the Internet as their core 
business, they are busy expanding the territory. This could be a big threat for 
the existing portals.  
   
 
2.European Portal Industry 
 
America’s top 3 portals --AOL, Yahoo! and MSN-- and vertical portals such as  
Geocities and Tripod that top the charts in the U.S are also popular in France, 
Germany and the U.K, according to Media Metrix.  
 
Current situations in the European portal industry are summarized as following: 
Firstly, U.S top three portals dominate Europe’s top sites. Secondly, European 
traditional media sites and vertical portal sites tend to be powerful in Europe. 
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Figure 6. Top-traffic Web sites –October 1999                      unit: 1,000 
 United Kingdom Germany France 
Rank Site Visitor Site Visitor Site Visitor 
1 Yahoo 2,998 T-Online 3,603 Wanadoo 1,135 
2 Freeserve 2,715 Yahoo 1,605 Yahoo  852 
3 MSN 2,476 AOL 1,529 Multimania  665 
4 Microsoft 2,324 Microsoft 1,429 Microsoft  658 
5 AOL 2,278 Lycos 1,264 AOL  619 
6 Geocities 1,624 Netscape 1,092 Voila  535 
7 Demon 1,608 Tripod  903 Club  472 
8 Amazon 1,162 MSN  878 AltaVista  428 
9 Excite 1,133 Puretec  772 MSN  426 
10 BBC 1,131 Geocities  743 Geocities  401 
Source: Thestandard. October, 1999 18 
 
With the exception of the top three portals in the United States, other companies 
face years of losses and, eventually, failure. Forrester Research concluded that 
in Europe, too many portals compete for a small consumer base that is 
dispersed across 15 countries. The economics—modest ad revenues, low 
transaction fees and high cost structures – drives some players out in business. 
 
Europe differs noticeably from the US and Asian market in the following ways: 
? Europe's traditional off-line media companies own the majority of top 
Europe-based content ventures. 
? Unlike in the US, in Europe, native new media startups have not posed a 
significant threat to traditional media owners.  
? Only European traditional media has significant existing localized 
content assets.  
 
Projecting forward to 2003, European markets will experience significant growth.  
Western Europe’s online population will be just as large as that of the U.S., 
constituting one-third of the world’s Internet surfers. However, it becomes clear 
that all of the major European markets will remain relatively small in not only 
percent of households online, but also in advertising and content revenues. 
Only Germany will exceed 10 million online households by 2003. 19 
 
                                            
18 Thestandard. Online IT magazine. [Online]. Available: 
www.thestandard.com/article/display/1,1151,8127,00.html  (accessed March.2000) 
19 Thestandard. Online IT magazine. [Online]. Available: www.thestandard.com (accessed 
March.2000) 
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Digital commerce opportunities in any single European market will remain 
relatively limited. But Some European countries are more enthusiastic about 
Internet use than others. In Sweden, 58 percent of the population is online, as 
opposed to France, where only 16 percent use the Internet. Similar 
discrepancies were found in shopping patterns among other nations. In terms of 
absolute numbers, more than 50 percent of all Internet users are in Germany 
and the United Kingdom. Recently, the European Commission announced its 
"eEurope plan" that intends to spread Internet access to all Europeans over 
several years. 
 
AOL, Yahoo! and MSN will continue to have business as a European 
multinational portal. Other contenders include France Telecom's Voila and 
Deutsche Telecom's T-Online, along with Excite, Lycos, and Spray. With these 
nine players, the European field is overcrowded. 
 
Yahoo lead the way, based on “market momentum, money, brand identity”.20  
In March 2000, Yahoo! UK & Ireland announced a mobile Internet contenet 
service, with quick access to mail, finance, news and other information for 
mobile users. Yahoo! has also introduced a comprehensive directory about 
mobile technology, as well as a list of global WAP(Wireless Application Protocol) 
sites with the launch of its new Yahoo! Mobile service. 
 
3. Asian Portal Industry 
 
Already, three front-runners have emerged. At the head of the group is Yahoo, 
backed by Japan's Softbank Corp., which is recreating the successful 
investment strategy it used in the U.S., buying stakes in a wide range of Internet 
startups. Lycos is behind the Yahoo. The third main contender is AOL, which 
has launched its service in several markets and is a key shareholder in Hong 
Kong-based Chinadotcom Corp.  
 
As more portals both foreign and domestic target the region, the competition for 
good content is becoming heated--and expensive. Yahoo, Lycos and AOL have 
one big advantage: big financial power. Unlike the U.S., Asia lacks interesting 
                                            
20 Yahoo news. Technology full coverage news. [Online].  
Available: http://fullcoverage.yahoo.com/fc/Tech/Internet_Portals_and_Search_Engines/ 
(accessed Marh 2000) 
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Web sites, driving up costs. Because there are not many content providers, 
everything will be more expensive. 21 
 
International Data Corp. estimates that online spending in non-Japan Asia will 
double from $2.2 billion in 1999, to $5.5 billion by the end of 2000. That's still 
small by American standards (the U.S. is expected to spend $133 billion on 
Internet commerce at 2000), but the trend is clear. By 2002, IDC estimates that 
60 million Asians will be logging onto the Internet, spending some $30 billion on 
purchases. 22  Three countries account for 94% of the total Asia-Pacific market: 
Japan at $1.5 billion, Korea at $720 million and Australia at $380 million. Most 
other countries in the region have Internet revenue of less than $30 million.23 
 
Three U.S. companies are taking the lead in developing the Asian Web Portals. 
Here's how they do business in the Asian portal industry: 
 
With leading sites in Japan and Korea, Yahoo is focusing on China through a 
partnership with a Chinese red chip, and is looking at India, too. Following the 
early popularity of Yahoo! Japan, started in 1996, Yahoo set up a Korean portal 
in 1997. Yahoo Korea is now the market leader, with 30% market share and 29 
million page views daily. (See Figure 3)  Yahoo has Chinese-language sites for 
Taiwan, Hong Kong, and Singapore, and ranks No. 1 in a survey of popular 
portals in several Asian countries. 
 
The edge for Yahoo is its Chinese-American founder, Jerry Yang, who can 
promote the company and gain media attention in China in a way that others 
cannot. Yahoo is overhauling its Chinese site and forming a new partnership 
with Chinese software maker, ``red chip,'' or state company traded in Hong 
Kong.  
 
After forming partnerships with Singapore Telecom and Pacific Century 
CyberWorks, Lycos is hoping to make its Lycos portal a regional force by 
teaming up with Pacific Century CyberWorks founder Richard Li. In September 
1999, Lycos formed a $350 million partnership with Li to develop Web content 
for the Chinese market.  
                                            
21 Business Week; New York; January 17, 2000 
22 IDC. Media research company. [Online]. Available: http://www.idc.com (accessed 
March,2000) 
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America Online developed Hong Kong as a testing ground for China, and it is 
expanding regionally through its investment in China.com.  As Yahoo expands, 
AOL is trying hard to keep pace. It started a Japanese version in 1997 and 
launched AOL Hong Kong in September last year. AOL hopes that Hong Kong 
will become a springboard into China. While AOL may not have a Mandarin-
speaking founder, it does have something that may be more valuable in China, 
through its stake in Chinadotcom, a Hong Kong-based portal service and the 
first Chinese Internet company to go public on Nasdaq, raising $90 million. 24 
 
With the online market in Asia-Pacific growing faster than in the United States 
and European Market, the Asian region will be set for a transformation in the 
portals market. 
 
 
4. Korean Portal Industry 
 
American portal players are arriving in Korea to lure Korean Internet users. 
Yahoo! Korea, the nation’s second largest portal in terms of page view has 
launched their services in 1997.25  Lycos joined hands with Mirae Corp to start a 
portals service in 1999. Microsoft Corp. also launched the new version of MSN 
Korea with more localized content and enhanced user interface in 2000. 
Currently, domestic portals such as Daum, Netian and Naver are fighting 
severely against foreign portals in Korean portal industry. 
 
 
Figure 7. Top-traffic Web sites – April 2000  
Rank Site Estimated Page Views 
1 Daum.net 651,960 
2 Yahoo.co.kr 352,787 
3 Lycos.co.kr 281,742 
4 Netian.com 178,057 
5 Naver.com 158,744 
6 Ohmylove.co.kr 150,513 
7 Skylove.co.kr 97,160 
                                                                                                                                
23 Boston Consultancy Report on Feb.28, 2000 
24 Business Week; New York; January 17, 2000 
25 Yahoo! U.S holds 60% of Yahoo! Korea. Other large shareholders are Softbank Korea (25%), 
Softbank Japan(10%) and Yahoo! Japan (5%) 
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8 Simmani.com 92,057 
9 Shinbiro.com 90,057 
10 Sayclud.com 85,390 
Source: Alexa. April.2000 26 
 
The acquisition and alliance passion is also sweeping the Korean portal industry.  
 
Daum Communications, one of the Asia’s largest portal companies, has 
acquired instant messenger service firm Yuin Communication in a 21 billion won 
stock deal. The takeover help strengthen its leadership position in the 
increasingly competitive portal market.   
 
Yahoo! Korea has built an alliance with personal digital assistant (PDA) 
developer Cesscom for joint marketing for wireless Internet service. Yahoo is 
offering its Web-based contents through Cesscom’s wireless devices.      
 
Lycos Korea, the third largest portal also has acquired Nara Vision, which runs 
the popular e-mail email service. The company also bought shares of Infinity 
Telecom, a voice messaging service provider. 
 
Thrunet, a high-speed Internet service provider, acquired Nowcom, one of the 
largest online service providers.  Dacom, LG Group affiliate,operating Chollian, 
took over “Channel I” from LG Internet. Samsung SDS plans to spin off Unitel in 
a long-term plan to turn the online communication service into an Internet portal 
operation. Korea Telecom also increased its stake in Hitel last year while 
seeking partners in its projects to refurbish their site. 
 
Most major business groups, including Samsung, Sk and Kolon, have 
announced strategies targeting massive investment in the Internet business. 
With their powerful financial power, conglomerate entry is expected to set off a 
fresh round of mergers and partnerships in the Korean portal industry. Some 
chaebol are targeting Internet ventures such as Lycos Korea, Daum 
Communication etc. Chaebol could reshape the landscape of Korea’s portal 
business. 
 
                                            
26 Alexa. Web-traffic tracking firm. [Online]. Available: www.alexa.com (accessed May. 2000) 
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Figure 8.   M & A and alliance of portals in the Korean market 
E-commerce   Auction           Community     Search Engine    Messenger            Wireless  
 
Yahoo!       Yahoo!           Yahoo!           Yahoo                    Alliance with  
Shopping    Auction          Mail                                                              Cesscom etc.  
Daum        Alliance with  Hanmail          Fireball           Acquiring Yuin        
                     Sellpia  
Alliance with acquiring       Lycos              
                    Sellipa           Nara Vision 
 
 
Korea is the seventh largest market in the world in terms of Internet users and 
the third largest in Asia following Japan and Australia. 27 The Korean portal 
industry is the fastest growing industry. The Korean Internet user rate should 
reach 13 percent in 1999 and 60 percent in 2005. The domestic online ad 
market in 1999 is estimated to total 35 billion won, a 270 percent growth from 
the year earlier.  
 
The Korean number 1 portal, Daum Communication reaped 3.1 million dollar 
from ads during the quarter, surpassing 60 percent of the ad revenue for 1999 
totaling 4.6 million dollar. Recently, Daum has started expanding its reach into 
the Japanese market by partnering with a top virtual community service provider 
in Japan.   
 
Yahoo! Korea has registered 5.8 million dollar is sales last year, compared with 
the 1.5 billion recorded for the whole of 1998. Yahoo! Korea has started portal 
service for mobile phone users. The service will include directory search engine, 
e-mail, and stock and weather information services. Yahoo is the first portal 
service to be delivered wireless in Korea.  
 
Netian, a popular, high-traffic hub of homepages, chat rooms and e-mail 
accounts, has built networks of Web sites and cyber clubs. Netian, expects its 
revenue as earning to more than double last year’s 1 million dollar. The site was 
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launched in February 1998 as a unit of Hangul & Computer, Korea’s top 
software developer. More than 1.8 million homepages have made netian site 
Korea’s largest community service. Last August, it ranked as the 77th most 
visited Web site in the world in a survey by Alexa.com a Web-traffic tracking firm.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                                                                                                
27 Korea Herald, October 15, 2000  
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III. Strategy and Performance of Key Players 
 
1. America Online 
 
1.1 Company overview 
 
1.1.1 About American Online 
America Online, Inc., founded in 1985 and based in Delles, Virginia, is a 
provider of online services to consumers. America Online, Inc. operates two 
worldwide Internet services: America Online, with more than 22 million 
members, and CompuServe, with more than 2 million members; several leading 
Internet brands including ICQ, AOL Instant Messenger and Digital City, 
Netscape Netcenter and AOL.Com portals. For the nine months ended 3/00, 
revenues increased 45% to $4.92 billion. Net income rose 51% to $910 million.  
 
Figure 9. Top three portal corporate profiles 
Company AOL Yahoo MSN NBC Internet 
Portal type First generation  
from ISP 
Second 
generation 
First + Second 
generation  
Vertical 
Portal 
Chairman Stephen Case Timothy Koogle Steven Ballmer Bob Wright 
Founded  1991  
(Dos Version) 
1994 1995 Nov. 1999 
Location  22000 AOL Way 
Dulles, VA  
Central 
Expressway 
Santa-Clara,CA  
One Microsoft Way
Redmond, WA 
 
225 Bush Street 
San Francisco, 
CA  
Web  
Traffic 
(Feb.2000) 
57.6 Million 45.4 Million 44.0 Million 16.4 Million 
Globalizati
on 
14 nations in 
seven languages 
15 other nations 33 nations in 17 
local languages.  
A joint venture with 
Asiacontent.com to 
launch their 
services in Asia in 
Jan. 2000  
Source: Yahoo! Finance News, [Online]. Available: http://finance.yahoo.com/ 
(accessed May.2000).  
 
1.1.2 About AOL portal 
 
AOL portal offers Internet users (who may not be AOL members) content, 
features and tools, including an Internet search, AOL Instant Messenger service, 
which allows Internet users to communicate in real-time with their friends and 
family. Content includes news, shopping, Web search services, and classified 
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advertisements. Recently, AOL began providing free Internet service for school. 
28  
 
1.2 Site review 
 
The range of content, features, and tools offered on the AOL service includes 
following services:  
 
- Online Community: America Online promotes interactive community through e-
mail services, public bulletin boards, the AOL Instant Messenger service, which 
allows members to communicate online instantaneously without having to 
access an electronic mailbox,  
- Channel: Content on the AOL service is organized into channels, allowing 
members to navigate the service easily to find areas of interest.  Each of the 
following nineteen channels offers informational content and commerce and 
community opportunities 
- Personalization: Members can personalize their experience on the AOL 
service through a number of features and tools, including a reminder service 
that sends e-mail in advance of important events, stock portfolios that 
automatically update market prices, Mail Controls, which allow members to limit 
who may send them e-mail and to block certain types of e-mail,  
 
1.3 Globalization 
 
AOL International and its joint venture affiliates operate the localized AOL and  
CompuServe services in 14 countries and in seven languages. Their non-U.S . 
membership has surpassed 4.4 million. More than two thirds of ICQ’s 62.4 
million registrants live outside the United States. AOL Instant Messenger (AIM) 
is tailored for international audiences in 11 countries around world: U.S, U.K, 
Germany, France, Canada, Brazil, Argentina, Mexico, Austialia, Japan and 
Hong Kong. AIM is available in 8 languages.  
 
Recently, AOL and Bertelsmann announced a global alliance to expand the 
                                            
28 CNN: CNN financial news [On-line]. Available: http://www.cnnfn.com  (accessed May, 2000). 
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distribution of Bertelsmann’s leading media content and e-commerce properties 
over America Online’s brands worldwide. With this new relationship, America 
Online will work even more closely with AOL Europe’s local teams. 29   
 
Extending its standing as Europe’s leading multinational Internet provider, AOL 
Europe services reached 3.1 million members in U.K and German markets. Last 
November, AOL Latin America launched  America Online Brasil, the first local 
service.  
 
1.4 Key Success Factors 
 
? The critical mass30 
AOL has 22 million customers and growing subscriber base. Its AOL Instant 
Messenger (AIM) and ICQ services combine for nearly 100 million registered 
users exchanging a staggering around 1 billion messages daily. These 
numbers31 must hold the power to create a grip on the market for consumer-
oriented Net computing comparable to the kind of hold that Windows gives 
Microsoft in the stand-alone PC market. The free Internet service for the schools 
is a good success factor for the critical mass. 
 
? Community facilitated by various of services 32 
The jewel of AOL is its community. Chat rooms and message boards are ample 
and popular. They are also better organized here than at any other portal. 
Community tools are well integrated as well. For instance, if users enter a chat 
room, there are provided a list of participants. Click on a name and the users 
will instantly call up that person’s profile. Click another button and send the 
person an instant message, or add the name to their Buddy List. Yahoo! 
Messenger offers good services, but AOL’s Buddy List is easier to use and 
better integrated with the chat rooms. 
 
? Value added software 
The excellent AOL Instant Messenger(AIM) is available on this portal, and users 
                                            
29 AOL.COM  [Online] Available: http://media.Web.aol.com/media/press.cfm (accessed 
March.2000) 
30 Metcalfe’s law states that as the number of subscribers to a portal steadily increases to a 
critical mass, membership will take off and soar up rapidly.  
31 22 million subscribers  
32 Anonymous “Fortune”; New York; Winter 1999 
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need not be an AOL member to use it. AIM is worth the short download; with it, 
users can chat with AOL and AIM users alike.   
AOL users support its online offerings, gradually adopting more open software 
standards for services such as instant messaging.  
 
? Interactivity from advertising and the sale of merchandise.  
AOL obtains revenue from the sale of merchandise by offering products to users 
on its interactive services, including hardware and software products and books. 
AOL established a wide variety of relationships with advertising and commerce 
partners to grow and diversify its non-subscription based revenues to provide 
users with access to a broad selection of competitively priced, easy-to-order 
products and services. The company has worked to develop multiple revenue 
sources for its interactive properties and services, and to broaden the scope of 
those revenue sources beyond subscriptions and advertising fees to include 
revenues from additional sources, such as transaction and licensing fees.  
 
 
2. YAHOO! Inc. 
 
2.1 Company overview 
 
2.1.1 About Yahoo! Inc. 
 
Yahoo! was developed and first made available in 1994 by the company’s 
founders, Jerry Yang and David Filo, while they were graduate students at 
Stanford University. The company was incorporated in California in March 1995. 
In August 1996, the company commenced selling advertisements on its Web 
pages and recognized its initial revenues. 
 
Yahoo is a top, second-generation portal (started as a search engine) in terms 
of traffic, advertising, household and business-user reach. Revenues are robust, 
though not growing as fast as they did two years ago. In 1999, revenues were 
$588 million, compared with $245 million the year before, an increase of 140 
percent.33 
 
                                            
33 Yahoo!. Yahoo financial news. [Online] available: http://finance.yahoo.com/q?s=YHOO&d=t 
  (accessed March,2000) 
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2.1.2 About Yahoo Portal 
 
“Yahoo” can be interpreted in many ways. It stands for “Yet Another Hierarchical 
Officious Oracle” or it means a fallen man who has lots of defects as a human 
being. Regardless of how it is translated, this term gives us very young, 
humorous, and friendly image. 
 
Yahoo started off using a slightly different type of search engine. The concept of 
“Directory” is different from that of “Index”. Generally, the search engine is a 
database which accumulates automatically the information by search robot, 
“spider” surfing the Web sites. Contrary to the index search engine, Yahoo is the 
directory search engine that the surfer accesses directly to Web sites and 
arranges it systematically. 
 
2.2 Yahoo! Site review 
 
Yahoo! provides guides to online content, Web search capabilities, aggregated 
third party content, mail and community and personalization features. It also 
incorporates reference information including real-time news, stock quotes, 
corporate earnings reports, mutual fund holdings, stock investing commentary, 
sports scores and commentary, weather and entertainment industry gossip, and 
organizes hypertext links to Web sites featuring current events and issues of 
interest, such as elections, holidays and political issues.  
 
Integration adds enormous value to Yahoo!’s many resources. For example, 
television listings provide more than times and channels. Click on a program 
and users will be given links to its official site, fan sites, interview with the stars, 
news stories, and relevant Yahoo! message boards and clubs. 
 
Yahoo! looks more like a virtual city, each part carefully positioned to interact 
with the others. It is a big city, with plenty of areas to explore. While AOL and 
other sites will provide a few related links to go with a story in terms of the day’s 
biggest news, Yahoo! takes advantages of all its resources. For example, at the 
Full Coverage area, Yahoo! provides links to a wealth of information, from news 
sources such as CNN and The New York Times, to related Web sites, editorials, 
interviews, documents, video, audio. 
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There are other strengths as well.  For instance, with Yahoo! Companion users 
can get a personalized toolbar that sits right below the address window on their 
browser. Buttons give users instant access to the Yahoo! areas and tools other 
popular tools such as search, e-mail, news, stocks, and sports. An Alert icon lets 
users know when they have new messages at Yahoo! Mail.  
 
2.3 Globalization 
 
Yahoo offers services to 145 million individuals each month. During the first 
quarter in 2000, Yahoo launched Argentina, the company’s 22nd local business 
operation outside the U.S. Yahoo! has offices in Europe, the Asia Pacific, Latin 
America, Canada and the United states, and is headquartered in Santa Clara, 
Calif. 34  Yahoo! launched auctions in Taiwan, bringing the company’s total 
number of localized auctions services outside the U.S. to 17 countries in 11 
languages.   
 
By forging relationships with leading wireless networks and device 
manufactures around the world, Yahoo is expanding distribution channels and 
delivering solutions. Through numerous distribution agreements with wireless 
networks and mobile phone manufacturers, Yahoo’s services are available to 
users in Europe, Asia, the United States and Canada.  
 
2.4 Key success factors 
 
? Directory arrangement by expert surfers. 
While Altavista, Excite and Infoseek own databases which are categorized by 
the search agent, “Robot or Spider”. Yahoo is a directory search engine which 
arranges the Web sites that Yahoo surfers visited and categorized. Other 
search engines provide all Web pages, but Yahoo does not maintain all Web 
sites. If users post their Web pages, Yahoo surfers evaluate contents and 
categorize the Web sites. If sites are useless in the view of Yahoo surfers, they 
were not registered on Yahoo. 
 
Recently, Yahoo also provided an index search engine that is making use of 
other companies’ search engines (They used Altavista but they now use 
                                            
34 Yahoo!. [Online]. Available; http://docs.yahoo.com/info/investor (accessed May.2000) 
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Inktomi). 
 
? One-Stop Service 
The services that Yahoo is providing includes all services on the Internet. This 
includes free email service, pager, map, finding people, travel information, stock 
quote, personalized calendars and personalized Yahoo Web sites. Yahoo is 
providing the same information that Chollian and Hitel (Korean Online 
Information Providing Company) provide. The difference between the two is 
whether the information is provided free of charge or not. Users do not regard 
Yahoo as only search engine. Yahoo is considered “The Desktop Computer in 
the Internet” that effectively arranges helpful information for users. 
 
? Aggressive M&A 
In 1997, Yahoo purchased Net Controls and Four11, an online white pages, 
followed by ViaWeb, Classic Games, WebCal and Yoyodyne in 1998. With 
merging and acquiring the companies, Yahoo has been developing content and 
technology. In 1999, Yahoo had acquired Geocities, a top-ranking community 
site, and acquired Broadcast.com, an online company which provides 
information. The acquiring of Geocities is a good example of synergy since it 
has dozens of content and e-commerce partners. 35  Yahoo implements 
aggressive M&A strategies to become the consolidated-network media company. 
It is expected to keep implementing this M&A strategy for the time being. 
 
? Local differentiation  
The Internet is a good tool to connect all communities in the world. Yahoo is the 
first portal Web site to try the excellent localization strategy among portals. 
Currently, Yahoo is providing 18 local services in the world and segments of the 
U.S. 
 
 
 
 
 
 
 
                                            
35 Internet Business Net. Korean Online IT magazine. [Online]. Available; 
http://www.i-biznet.com (accessed March.2000) 
  
 32
3. MSN 
 
3.1 Company overview 
 
3.1.1 About Microsoft  
 
Founded in 1975, Microsoft is the worldwide leader in software, services and 
Internet technologies for personal and business computing. The company offers 
a wide range of products and services designed to empower people through 
software. Microsoft, Hotmail, Windows Media and MSN.com are registered 
trademarks in the other countries as well as in the United States. The core 
business products and services include MSN portal, MSN Internet Access, and 
Web TV Internet Service. For the nine months ended 3/00, revenues increased 
to $17.15 billion.  
 
3.1.2 About MSN portal 
 
Microsoft launched the portal site, MSN, as a stepping-stone to enter the 
Internet business in 1995. MSN portals exist in 33 markets in 17 local 
languages. There are 66 million MSN Hotmail users, 12 million MSN Messenger 
users worldwide, and 440,000 Web Communities around the world. 
 
MSN messenger service now has more than 10 million active users, enabling 
users instant access to more friends and family online. MSN international sites 
have experienced unparalleled growth in unique users of 380 percent between 
January 1999 and February 2000. This growth has vaulted MSN into a top three 
portal position in the portal market, capturing the NO. 3 position (See Figure 6) 
in the United Kingdom. MSN also has the broadest deployment of any portal. 
Also experiencing rapid growth are MSN online services such as MSN Hotmail. 
MSN Hotmail provides consumers with a fast e-mail service, enabling them to 
keep in touch with where any computer connected to the Internet.  
  
3.2 MSN Site Review 
 
MSN allows users to choose content from a host of A-list sources including The 
New York Times, The Wall Street Journal, CNN, TV Guide, and Microsoft-run 
sites such as MSNBC. On the start page is a list of links, and when users click 
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on one of them, they go to an entirely new site from which users have to click 
on the Back button to return to MSN. Additionally, there is no integration 
between news stories, message boards, and chat rooms as you find on Yahoo! 
 
MSN provides timely headlines, powerful personalization, access to core 
services including the new MSN search and MSN eShop,36 and a notification 
center for online communication including Hotmail, the MSN Messenger Service 
and MSN Web Communities. In addition, task-oriented quick links make it easy 
for people to find air tickets, free games, maps and stock quotes. MSN.com 
channels, form Autos to WomenCentral, are listed on the left. Tabs across the 
top of the page provide access to key everyday features such as Hotmail, 
Search, Shopping, Monday and People & Chat. 
 
The major distinction between MSN and other portals is that MSN helps users 
get things done more quickly than any other place online by focusing more on 
integration of services and less on aggregation or links to site. 
 
Recently, MSN improved interfaces such as user communities, search, and 
navigation. Personalization has always been one of MSN’s key strengths. The 
start page is extremely easy to customize: just click the change content tab at 
the top of the screen to get started. From there, users choose the types of 
content they want-such as news, sports, and personal finance-and click boxes 
to select the providers of that content. 
 
3.3 Globalization 
 
MSN is now available in thirty-one nations and regions with more than 40 
localized Web sites. Last January, in a bid to expand its presence in Asian 
markets, Microsoft corp. launched the new version of MSN Asia with localized 
content. The launch of MSN Asia is seen as part of Microsoft’s strategy to 
expand its reach and better compete in the portal race against America Online 
(AOL) and Yahoo. To be able to accommodate increasingly heavy traffic, 
Microsoft moved the data center for the Asian MSN site from its U.S 
headquarters to Hong Kong, where MSN Asia regional center is located.   
 
                                            
36 Recently, MSN has launched Microsoft Passport, an e-commerce transaction service 
featuring single sign-in and enhanced security tools. 
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3.3 Key success factors 
 
? Different approach in the portal business model  
Contrary to the portal sites which originate from search engines, MSN has 
integrated each of its vertical portals into one network type. The contents that 
MSN provides as various as CarPoint, the site for car information, introduces 
brand new models, used cars, and total information on installment, insurance 
etc; Expedia, providing the information related to travel and tourism; Sidewalk, 
providing consumer information; MicrosoftAdvisor, providing information on the 
buying process of a house, mortgage etc. The services of MSN could be 
defined as “Super infomediary”. “Super Informediary” 37 is “super information 
broker” which puts together each information broker on a portal site. 
  
? Personalized service 
MSN provides deep personalization so users can view local news, receive 
timely and relevant content of interest to them, choose a favorite color scheme 
and select a preferred layout, all with simple navigation for top content areas. 
An individual’s personal Message Center displays a number of new Hotmail 
messages, shows which MSN Messanger contacts are online, and provides 
quick links to MSN Web communities and chats. To complement the Web 
communities, MSN provides users with more customization than any other 
portals.  
 
? Giant software company 
Microsoft is a well-known software company in the IT industry. They have 
adequate finance, savvy marketing skill and a world-wide network. These 
advantages make MSN portals exist in 33 markets in 17 local languages; there 
are 66 million MSN Hotmail users, 12 million MSN Messenger users worldwide, 
and 440,000 Web Communities around the world. MSN can implement a portal 
strategy with these advantages. 
 
? Default start page for MSN  
Until 1998, Microsoft was a late entry into the Web browser market already 
dominated by Netscape. Microsoft had competed with Netscape in the browser 
                                            
37 The concept of “Infomediary” is an information broker who matches the supplier and 
demander through the Internet 
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market. As Netscape was acquired by AOL a year ago, Microsoft’s browser is 
now the dominant player in the browser market. Microsoft’s winning of the 
browser war gave the great advantage for the MSN portal. Because MSN is a 
very familiar service with the users who use the Windows 95/98 with “Internet 
Explorer”. The new default start page of Windows 95/98 make users quickly 
jump to the MSN Hotmail Web-based e-mail service, MSN Messenger Service, 
MSN Web Communities, MSN search, MSN eShop and other services. 
 
 
4. NBC Internet 
 
4.1 Company overview 
 
4.1.1 About NBC 
 
NBC, a subsidiary of General Electric holds a 43.9 percent ownership stake in 
NBC Internet.  
 
4.1.2 About NBC Internet portal (NBCi) 
 
NBC Internet, Inc., the company’s broadband portal and content provider, was 
founded in November, 1999. NBC Internet integrates access to Internet, 
broadcast, cable television, and radio. NBC Internet was created through the 
combination of Snap, XOOM.com, NBC.com, NBC Interactive Neighborhood, 
AccessHollywood.com, VideoSeeker and a 10 percent equity stake in   
CNBC.com.  NBC Internet is headquartered in San Francisco and has offices in 
New York, Los Angeles and Chicago. NBC and NBCi have entered into an 
agreement for NBCi to acquire $405 million in NBC TV Network advertising over 
the next four years. Additionally, NBCi services will be integrated into and 
promoted on over 425 radio stations.38  
NBCi membership has surpassed the 20 million in May, 2000. NBCi, which 
ranks as the seventh most visited Internet properties according to MediaMetrix, 
attracts approximately 35,000 new per day.      
 
                                            
38 NBC Internet . [Online]. Available: http://nbci-www2.xoom.com/corporate (accessed 
May.2000) 
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4.2 NBC Internet Site Review 
 
4.2.1 Services 
 
NBCi (NBC Internet) allows users to engage in integrated content experiences 
that combine audio, video and animation in the following content areas: 
business, entertainment, home, living, news, NBC TV, shopping, sports, and 
technology.  
 
NBCi offers access to a combination of on-air and online services. Online, 
NBCi’s flagship Web site, Snap (www.snap.com), provides a online information 
to users worldwide via Internet search& directory, personal home pages, file 
storage, community, shopping, e-commerce, multimedia and entertainment 
services. Users also enjoy other free services such as homepage-page building, 
chat rooms, downloadable software, message boards and greeting cards. NBCi 
also offers NBC content, including certain motion video programming, original 
extensions of NBC shows.   
 
4.2.2 Review 
 
NBCi established a leadership position in the broadband arena last year with 
the launch of Snap service. NBCi.com is designed for Internet users with 128 
kilobits per second (kbps) connections or higher (T1, ISDN, DSL or cable 
modem). NBCi has 23 top-quality content providers, which includes 
entertainment, news, sports, business and communications content and utilities 
from: A&E networks, The History Channel, APBnews.com, AtomFilms, BitMagic, 
Bloomberg.com and Fas TV.com etc.  
 
4.3 Globalization 
 
Internationally, NBCi moved to expand beyond the U.S border. In January, 2000, 
the company formed a joint venture with Asiacontent.com to launch Internet 
content, advertising, and e-commerce services in Korea, Hong Kong, Singapore, 
Malaysia, and Taiwan. NBCi also formed an alliance with Seven Network, 
Australia’s largest television network, to develop online and broadband 
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businesses in Australia. 39 
 
4.4 Key Success Factors 
 
? High quality contents 
 
NBCi was created through the combination of Snap, XOOM.com, NBC.com, 
NBC Interactive Neighborhood, AccessHollywood.com, and VideoSeeker. The 
service for high-speed Internet users features an experience that spotlights 
multimedia content. NBC Internet is backed by 20 content providers and 
contains such categories as entertainment, news, finance, sports, games, 
computing, shopping, and travel.  
 
? Aggressive M&A 
. 
NBCi implemented an aggressive M&A strategy to become a leading vertical 
portal. As a result, Xoom.com and Snap became subsidiaries entirely-owned by 
NBCi, and they become the owners of businesses related to NBC.com, NBC-
IN.com and VideoSeeker.com. Recently, NBCi acquired ALLBusiness.com, a 
Web site offering practical solutions to the challenges of starting, managing, and 
growing a business. M&A between TV network and content provider could 
generate synergy. 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                            
39 NBC Internet [Online]. Available: http://www.nbci.com/corporate (accessed by May, 2000)  
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IV. Strategic Options and Key Success Factors 
of Portals 
 
1.Industry Scenario 
 
1.1 Wireless will shift the balance of power in the portal industry 
 
As more and more Internet traffic is shifted from fixed computers to wireless 
devices, the number of individuals who access the Internet through devices 
other than a personal computer, such as cellular telephones, Internet use 
through handheld devices is expected to increase dramatically.  
 
Portals will plan to upload other content in the near future so that mobile phone 
users can enjoy digital content on the Web without being hooked up to the 
Internet. The service will not only cover directory search but also mail, news, 
and other digital content. A few portal companies already have already begun to 
offer search and mail-based Internet data services.    
 
The portals may be unsuccessful in their efforts to modify their properties to 
provide a compelling service for users of wireless devices. As they have limited 
experiences to date in operating their service developed for users of wireless 
devices, it is difficult to predict the problems the portals may encounter. 
 
Most major wireless access providers as well as Web portals will have a 
wireless portal by year-end 2000. U.S wireless portals users will grow to nearly 
25 million in the next five years, Wireless portals are customized points of entry 
through which a wireless subscriber can access Internet sites and information, 
usually in a text-only format. A host of players are trying to be dominant in the 
wireless portal arena. Sprint, BellSouth and startups such as Neopoint, 
InfoSpace.com and Phone.com could become the dominant player for wireless 
users accessing the Internet. Currently, Sprint’s Wireless Web portal and Palm 
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Computing’s Palm.net portal were the first wireless portals. 40 
 
In the short run, the top three portals may have little competition to worry about.  
However, this research predicts that the three major portals could soon have a 
problem attracting users as more content providers expand their presence via 
wireless devices. They will also be faced with challenges as wireless access 
providers develop or acquire their own portals and form partnerships.        
 
 
1.2 The broad-based portals, such as Excite@Home, Lycos, AltaVista and 
Infoseek, will be absorbed by the top three portals.  
 
While traffic continues to surge at AOL, Yahoo, and MSN, the other broad-
based portals—Excite@Home, Lycos, AltaVista and Infoseek are showing 
modest gains at best. 
 
Internet users will increasingly stick with “vertical” players focused on specific 
topics or audiences, such sites as Garden, NBCi, eBay and Amazon.com. As a 
result, broad-based portal companies such as Excite@Home, Lycos, AltaVista 
and Infoseek, will find it much more difficult to gain ground. 
 
Portals with the largest audience share can generate the highest advertising 
revenues and can also use its higher volume to negotiate better rates for 
Internet access. As advertisers renew their contracts with portals, they 
increasingly seek to place their banners on the most widely trafficked sites in 
order to get the best return on their investment.  Through this process, the 
winners get bigger and the losers get acquired. 41 
 
Looking toward 2001, this research predicts that broad-based portals will be 
absorbed by the top three portals. since broad-based portal will have a difficult 
in securing financing. They have to differentiate themselves and become 
specialty players, or be absorbed by one of AOL Yahoo and Microsoft. 
 
 
                                            
40 Emarketer. Online magazine [Online] Available: 
www.emarketer.com/estats/022500_start.html (accessed by May,2000) 
41 Peter S.Cohan “Net Profit”. Jossey-Bass Publishers, 1999, pp.115-116 
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1.3 Vertical portals dominate the portal market -   
 
What is happening with Web portals can be compared to what has happened on 
television. Major TV networks have been steadily losing market shares to cable 
channels offering programming aimed at specific markets. Major TV network 
could be “first and second generation portals,” while cable channels could be 
“vertical portals”.  
 
In the report "The Parting Of The Portal Seas," Forrester interviewed 50 
retailers that have distribution deals with major sites, as well as executives from 
the leading broad-based and vertical portals. The top three factors that retailers 
use in choosing a portal partner are return on investment (62%), audience 
demographics (58%), and raw traffic level (48%). So the coming year may force 
many of these companies to re-examine the portal industry to figure out whether 
the investment is profitable or not.  
 
Retailers found that vertical sites are more efficient at delivering qualified leads 
and customers. As a result, retailers plan to spend more with vertical sites, 
which provide lower acquisition costs. 
 
A recent report from Forrester Research, Inc predicts that 57% of all online ad 
spending will flow to vertical sites and affiliate networks by 2004 as more 
retailers seek greater returns from their investments, 
 
This study predicts that traffic—as well as advertising revenue—will increasingly 
go to the vertical portal players. Traffic declines and less-qualified traffic at other 
broad-based portals such as Excite and Lycos will cause advertising share at 
these sites to shrink by 2004. Instead, retailers will spend their marketing dollars 
with vertical portals.  
 
 
2. Key Issues and Strategic Options  
 
To survive and to keep generating profit, the top three portals and broad based 
portals must follow the following options for the key issues. 
 
2.1 Aggressive expansion (M&A) 
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In the recent past, there have been a number of significant merger and 
acquisitions announced among and between top three portals, broad-based 
portals and other companies including vertical portals. The portals are also 
seeking entry into the portal business through partnerships with the Web portal 
companies. As part of Yahoo’s business strategy, they pursued an aggressive 
M&A strategy. (See Figure 10) The aggressive M&A carry numerous risks and 
uncertainties, including: 
-  difficulties in integration operations, personnel, and technologies, and 
products 
-  risks of entering geographic and business markets in which they have little 
or no prior experience 
-  the introduction of new products or services by their competitors 
-  corporate culture between two companies.  
-  potential loss of key employees. 
 
Figure 10. The companies that Yahoo has acquired in 1999 
Month Company name Industry Field 
January Log-Me-On Development stage entity 
March  Net Roadshow Provider Internet financial services 
May Encompass Developer of consumer Internet access
software 
May GeoCities Community of personal Web sites 
May Online Anywhere Provider of Web delivery solutions 
July Broadcast.com Broadcaster of audio and video
programming on the Web 
Source: Yahoo! Finance 42 
 
Many businesses risks for aggressive M&A also face top three portals. They 
have to consider the a few successful factors of M&A. 
? Synergy is the most important factor in M&A. Even if two 
companies have high brand recognition, M&A that does not 
generate synergy is meaningless. It is possible to have M&A 
between community and search models, but not possible 
between community and community model.  
? Portals need to make up for their lack of advanced technical 
solutions.  
                                            
42 [Online] available: http://finance.yahoo.com (accessed by May 2000)   
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? People are one of the critical components needed to survive in 
the portal industry. They have to retain and motivate qualified 
personnel after they implement M&A. 
 
Figure 11.   The important factors of successful M&A or partnership 
 
Compensation for weak 
points 
M&A must compensate 
 for the weak points 
 that portals possess 
                   
 
  
Synergy                                                                          Technology 
SUCCESS       
M&A either between                                                                          Make up for their 
search and community                                                                      lack of advanced 
models or between                                                                             technical solutions 
search and content 
                                  
      
                                                  People 
 
                                      Retain and motivate  
qualified personnel. 
 
 
2.2 Highly Competitive Industry  
 
The portal market is highly competitive. As they expand the scope of their 
Internet offerings, they will compete directly with a greater number of vertical 
portals, broadcast networks, and companies providing business services across 
a wide range of different online services, including:  
-  metasearch services and software applications that allow a user to search 
the databases of several directories and catalogs simultaneously,  
-  database vendors that offer information search and retrieval capabilities 
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with their core database products,  
-  Web-based email and instant messaging services either on a stand alone 
basis or integrated into other products and media properties. 
 
A large number of these Websites and online services as well as high-traffic e-
commerce merchants such as Amazon.com, Inc. also offer or are expected to 
offer informational and community features that may be competitive with the 
services that the portals offer. 
 
In order to effectively compete,  
? They have to develop and extend the portal brand 
? They also have to differentiate their services and develop new media 
properties.  
 
For example, MSN is a network of services. The major distinction between MSN 
and other portals is that MSN helps users get things done more easily and 
quickly than any other place online by focusing more on integration of services 
and less on aggregation or links to site. Through partnerships with other 
technologies and companies, portals also have to enrich their content offerings 
so they can keep consumers at their sites and raise ad revenues. 
 
2.3 Fluctuation of Revenues 
 
The majority of their revenues from the sales of advertisements under short-
term contracts are difficult to forecast accurately. They may be unable to adjust 
spending quickly enough to compensate for any unexpected revenue shortfall. 
Accordingly, the cancellation or deferral of advertising or sponsorship contracts 
could have a material adverse effect on their financial results. If portals fail to 
deliver required minimum levels of user impressions or “click throughs,” their fee 
may be adjusted downwards. The sponsors may not renew the agreements or 
renew at lower rates. 
 
As a result of these financial risks, portals may not achieve significant revenue. 
Because of the uncertain nature of the rapidly changing market they serve, 
period-to-period comparisons of operating results are meaningless. For 
example, although Yahoo! experienced strong revenue growth during each of 
the quarters of 1999, Yahoo does not believe that this level of revenue growth 
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will be sustained in future periods. In addition, they currently expect that their 
operating expenses will continue to increase significantly as they expand their 
marketing operations. 
 
In order to deal with these problems, they have to:  
? effectively generate advertising revenues through sponsored services 
and placements by third parties in addition to banner advertising. 
? transaction-based fees contracts have to be introduced. 43 
? integrate of service and E-commerce 
 
2.4 Rapid Technological Developments 
 
The market for Internet products and services is characterized by rapid 
technological developments, evolving industry standards, customer demands, 
and frequent new product introductions and enhancements.   
 
For example, the driving force behind the convergence is wireless application 
protocol (WAP) technology that enables wireless service. WAP will shape and 
streamline the mobile data market faster than anticipated. To the extent that 
wireless Internet access becomes more widely available, portals may be 
required to make significant change to the design and content of their products 
and media properties. Failure to effectively adapt to these or any other 
technological developments could adversely affect portals business, operating 
results, and financial condition.  
 
In order to deal with these problems, they have to: 
? adapt quickly to these changes to compete effectively.  
? effectively develop new technology in terms of Instant messaging, 
chatting software etc. 
 
The following cases are good examples of portals attempting to adapt to market 
changes. A new version of MSN, for instance, links cellular phones to Hotmail, 
allowing a user to have a single e-mail address for his or her PC, portal Web 
device, cell phone and Web TV box. And Yahoo! Korea has started portal 
service for mobile phone users. The service will include directory search engine, 
                                            
43 Peter S. Cohan “Net Profit” Jossey-Bass Publishers, 1999: pp.106-121 
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e-mail, and stock and weather information services. Yahoo is the first portal 
service to be delivered wireless in Korea.  
 
2.5 Limited Operation History 
  
The rapid growth has had a positive impact on the future profitability of the 
industry. However, the top three portals and broad based portals have limited 
operation history and may not be able to implement their growth strategy. 
Yahoo! was incorporated in March 1995 and did not begin generating 
advertising revenues until August 1995.  
 
The growth of a portal depends upon factors outside of their control, including 
relative price stability for Web-based advertising, despite competition and other 
factors that could reduce market prices for advertising. Successfully achieving 
the portals’ growth plan depends on: 44 
? Continue to develop and extend the portal brand; 
? Develop competitive services or products; 
? Effectively integrate businesses or technologies; 
Without these factors, portal businesses may not be successful in implementing 
their growth plan. 
 
For example, NBC Internet, which has a limited operation history, has not 
achieved profitability on a quarterly or annual basis to date, and anticipate that 
they will incur net losses for the future. They have to seek additional strategic 
alliances with content and distribution partners, including alliances that create 
co-branded sites through which they market their services. 
 
 
3.Key Success Factors of Portal Site 
 
Lastly, this research suggests from the studies of the top three portals that the 
successful portal sites should have the following key success factors in order to 
compete effectively. 
 
 
                                            
44 YAHOO INC (YHOO) Quarterly Report 1999 
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3.1 Build customer loyalty in the form of community.  
 
Current portals originated from search engines. Search engines provided Web 
surfers with a means of finding other Web sites. However, in fulfilling their role 
as a means to an end, surfers left the search engine site to travel to their final 
destination. Search engines evolved into today’s portal sites in order to create a 
final destination and retain consumers. One manner in which this was 
accomplished was through building customer loyalty and building their brand as 
a destination site, not simply a tool. 
 
The best way of building loyalty to a given portal is to create added value in the 
form of community.45 A Cyber-community allows users to enjoy themselves and 
express their opinions. Hopefully, the users will become affiliated with a given 
portal and keep visiting to participate in this community. At community sites, 
users themselves produce content that continues to attract more visitors.  
 
Moreover, community sites have common concerns and more defined 
demographics, allowing advertisers and online merchants, allowing advertisers 
and online merchants to target customers more easily.  
 
Visitors to portals certainly have no obligation to be loyal. Unlike America Online 
and Microsoft Network, which charge monthly fees to subscribers, Yahoo, Lycos, 
Excite@Home, and Infoseek have no contract between them and their visitors. 
The portals could raise switching costs by offering visitors the ability to 
personalize the site by picking news, stock quotes, and other information. 
 
 
3.2 Develop various services based on customer satisfaction  
 
Internet users are very curious and want to find something new every time they 
log on, and prefer more differentiated information. The portals have to read 
cunsumer trends and adapt to picky customers. 46 
 
The future success of a Portal depends upon its ability to aggregate outstanding 
content and deliver that content through its online properties. The contents, 
                                            
45 Patricia B. Seybold “Customers.com” New York: Times Business,1998 pp.313-339 
46 Patricia B. Seybold “Customers.com” New York: Times Business,1998 pp.173-213 
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such as news items, stock quotes, weather report, maps and audio and video 
content, are very important components to attract. In particular, Yahoo! 
Broadcast relies on major sports organizations, radio and television stations, 
cable networks, businesses, film producers, and other organization.  
 
Until recently, the majority of the content that the portal provided to the users 
was in print, picture or graphical format. However, the portals have to provide 
high-quality audio and video content to their users, such as film content, 
speeches, news, concerts and other special events to meet their user’s wants 
and needs in the future. The key to a successful portal site is a powerful 
network and outstanding contents to satisfy the user’s wants and needs. The 
portals have to continue to create partnerships that will complement and 
enhance their network and content. 
 
The portal’s success lie on consumers rather than technologies. Even though 
the portals provide the various services, such as personalized calendars, 
English dictionaries, stock quotes and personalized information, it is critical that 
these value-added services are easy and convenient to use. If these services 
are difficult to install or learn, members of portals will not use them and 
therefore perceive the portal to be of less value. In this case, the members may 
seek another vertical portal to satisfy their needs.  
 
 
3.3 Integrate service and e-commerce 47 
 
Combining community service and commerce is one of the most promising 
electronic business models. According to Forrester, 68% of revenues for content 
sites come from advertising, while 16% comes from commerce. By the end of 
2002, it expects this to change to 47% from advertising and 36% from 
commerce. Thus, e-commerce could represent a large source of future 
revenues for the portals.  
. 
The critical issue for portals is how to differentiate themselves from online 
shopping malls. Currently, portals have limited products and limited selection 
compared with online shopping malls, and therefore cannot compete on 
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selection. Portals also have difficulty competing to offer low prices for goods and 
services, because demand is limited compared when compared to online 
shopping malls. Online shopping malls also offer greater incentives, such as 
frequent flyer miles or other sales promotions that portal sites have not 
implemented. It is necessary, therefore, to conduct marketing strategy focused 
on the product, price, service, and various event promotions in order for portals 
to compete with online shopping malls. 
 
If a visitor to a portal were to purchase a product as a direct result of the banner 
advertisement, then the portal company could attempt to charge a commission 
to the vendor of the product. This concept has yet to translate into cash flow for 
the portal companies, but the technology exists to make it possible to follow the 
visitor’s path through the Web. Fore example, a visitor could be in the market 
for a laptop computer and therefore visit Yahoo to do a search for laptop 
computer. This search might produce a list of fifty Web sites. On the same page 
as the listing of Web sites there might be an advertising banner for Dell 
computer site. The visitor might click on that banner advertisement, thus linking 
to the Web site for Dell. The visitor would place the order by typing credit card 
information and an address into a form on the Web site. Web tracking software 
would trace the source of the purchase to the banner advertisement on the 
Yahoo site, and Yahoo could collect a commission on the transaction. The 
tracking software creates the potential for a new kind of advertising. 48   
 
Banner advertising revenue accounts for most revenue in the portal industry. In 
the long term, it is absolutely important to increase the percentage of revenue 
generated from the E-commerce. 
 
    3.4 Obtain enough subscribers 
 
Critical Mass,49 this is termed “Metcalfe’s Law.” As applied to the portal business 
model, Metcalfe’s law states that, as the number of subscribers to a portal 
steadily increases to a critical mass, membership will take off and soar up 
rapidly. That is why a lot of portal sites are trying to get a critcal mass of 
subscribers. 
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America On Line (AOL) has 22 million members and is quickly approaching a 
critical mass, which together add to the attractiveness of the portal. A critical 
mass occurs as enough subscribers participate in a community. With enough 
members, a community can support diverse opportunities for interactions with 
others and therefore, rapidly attract new members at an increasing rate. 
 
Recently, MSN is offering the six-month free Internet service and AOL is also 
offering free Internet service for the schools.50 These are good strategy for the 
Critical Mass.  One good example is MSN portal. Through acquiring Hotmail, 
Microsoft obtained enough subscribers in a very short time.    
 
3.5 Localize their content 
 
Localization is a key component in the portal industry to create relevant and 
useful Internet resources for consumers. Services such Messenger Service and 
Chat can be found in all markets in local languages. Content providers in each 
market deliver locally relevant news, weather and entertainment.  
 
The unique point for the Internet is that many people in the world can log on to 
the Internet. The portals have to pay attention to the language barriers and 
cultures of each country. The portals conduct the localization strategy based on 
the region to solve this problem. 
 
This segmentation strategy could be possible even in the nation as well abroad. 
Yahoo is the first portal that introduced the concept of localization strategy 
among other portals. They are providing the service to more than 20 countries 
and also providing the service each state in the U.S.A  
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VI. Conclusion 
 
1.Summary of Key Findings 
 
Since 1998, the “portal” has been considered the most successful Internet 
business model. According to Media Metrix, portal sites dominate the highest 
rankings in the top 10 sites. From the point of view that the traffic rate is the 
important criteria to measure the successful Internet business model, the 
“portal” must be a powerful business model. Nevertheless, many challenges 
face the three top portals and broad-based portals. 
 
This research discovered the following key issues and strategic options of key 
portal players. 
 
? In the recent past, there have been a number of significant mergers and 
acquisitions. Many business risks for aggressive M&A face the portals. 
They have to consider the following factors of successful M&A:  
- Synergy: even if two companies have high brand recognition, M&A that 
does not generate Synergy is meaningless. For example, it is possible to 
have M&A between community and search models but not possible 
between community and community models. 
-  Weak points: M&A must compensate for a portal’s weak points. 
-  Technology: through M&A, they can make up for their lack of advanced 
technical solutions. 
-  People: People are one of the critical components in surviving in the portal 
industry. Companies must retain and motivate qualified people after they 
implement their M&A.  
 
? The Web portal industry is highly competitive. The top three portals 
compete with broad-based and vertical portals. Internet service 
providers and broadcast networks are also threatening the market share 
of top three portals. To effectively compete, the top three portals have to 
differentiate their services and develop new media properties, or 
aggressively acquire other technologies and companies to survive in this 
highly competitive market.   
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? The top three and broad based portals have fluctuation of revenues. If 
portals fail to deliver required minimum levels of user impressions or 
“click throughs,” their advertising commission will be adjusted 
downwards, and the sponsors may not renew the agreements, or renew 
at lower rates. The majority of revenues from the sale of advertisements 
under short-term contracts are difficult to forecast. To combat these 
problems, they have to introduce transaction-based fee contracts and 
integrate services and E-commerce. 
               
? The Web portal industry is characterized by rapid technological 
developments. Failure to adapt effectively to any other technological 
developments could adversely affect operating results and financial 
conditions. Hence, Web portals must adapt quickly to these changes to 
compete effectively and develop new technology such as Instant 
messaging and chatting software etc. For example, Yahoo! Korea is the 
first portal service to be delivered wireless in Korea. 
 
? The top three portals have limited operational history, and therefore may 
not be able to implement their growth strategy. The portal business is a 
new and uncertain model. Growth depends on whether the company 
continues to develop and extend the portal brand loyalty. This includes 
developing competitive services and products. 
 
Finally, this research suggests that successful portal sites should have the 
following key success factors in order to compete effectively:   
  
? Building customer loyalty: the best way of building loyalty is to create 
value-added services in the form of community 
? Developing various services based on customer satisfaction: Internet 
users like to explore the Web and like to find new information, products, 
or services every time they log on, and prefer more differentiated 
information. 
? The integration of service and E-commerce: banner advertising revenue 
accounts for most revenue. In the long term, it is absolutely important to 
increase the percentage of revenue generated from the E-commerce. 
  
 52
? Obtaining enough subscribes: Metcafe’s law51 states that as the number 
of subscribers to a portal steadily increases to a critical mass, 
membership will then take off and soar up rapidly. 
? Localization: The portals have to pay attention to the language barriers 
and cultures of each country. 
 
 
2.Managerial Implications 
 
The mangers of portal businesses must keep in mind the following key issues 
when they develop their portal business strategies: 
 
Despite the rapid growth of E-commerce, most portals rely on advertising. 
Banner advertising revenue accounts for most revenue. The portals that fail in 
diversifying their revenue will not grow in the market. In the long term, they have 
to diversify their revenue and increase the percentage of revenue generated 
from the E-commerce to compete effectively. 
 
Most of portals’ operating expenses will continue to increase significantly as 
they expand their sales and marketing operations, and acquire the company. As 
a result, the portals may experience significant losses.  
They have to consider the risks of the aggressive expansion such as mergers 
and acquisitions (M&A) and new technology product etc. 
 
The top three portals that dominate the Web portal industry have to make up for 
the weak points in their business. It is necessary for the second-generation 
portal (originated form search engine) to have a strategic alliance with online 
contents and community sites. The online contents site also need to have a 
strategic alliance with the leading portals.  
 
The market is extremely competitive. Therefore, portals have to aggressively 
pursue the mergers & acquisitions (M&A) strategy to enjoy the synergy effect 
between two companies in order to make up the weak points in their business. 
The need for synergy between media and content triggered more M&As and 
alliances in portal market. The M&A strategy is becoming a key factor for the 
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businesses not only to grow, but also to survive in the increasingly competitive 
market.  
 
The mangers of portal businesses must keep in mind that even if two 
companies have high brand recognition, M&A between two companies that do 
not generate synergy is meaningless. It is possible to have M&A between 
community and search models but not possible between community and 
community model.  
     
Lastly, successfully achieving portal growth depends upon continuing to develop 
and extend the portal brand, developing new media properties, integrating 
services and e-commerce, adapting quickly to the rapid technological changes, 
and continuing to identify, attract, retain and motivate qualified personnel.       
 
 
3. Future Research Agenda 
 
There are two different types of portals on the Internet.  The horizontal portals 
cover a large number of topics. Vertical portals with a tightly focused content 
area are geared towards a particular audience.52 This research has studied the 
portal business model, especially the horizontal portal. Focus has been given to 
top three American portals, AOL, Yahoo, and MSN and one vertical portal, NBCi. 
Vertical portals are considered the important study project for the future.   
 
The horizontal portal model consists of both first and second portals. The first 
generation portal originated from Internet Service Provider (ISP) to which only 
subscribers could access. The second-generation portal originated from search 
engines that are not restricted to availability for subscribers of a certain online 
services only, but can be accessed by anyone with a Web browser. It is 
necessary that the third and fourth generation portal should be studied in the 
future.53 The third generation portals are the group of software distribution sites, 
like Netscape’s NetCenter54 and Tucows.55 The fourth generation portals include 
Web sites that offer free services, like e-mail and Web space (Global Message 
                                            
52 Daniel Amor “E-business Revolution” Hewlett-Packard Books. 2000. pp.220-221 
53 Daniel Amor “E-business Revolution” Hewlett-Packard Books 2000. pp.217 
54 http://www.netscape.com  
55 http://www.tucows.com  
  
 54
Exchange56 and Xoom, for example).57  
 
Within the next few years, thanks to the growth of the wireless industry, portal 
users will be able to connect to the Web using mobile devices. With a Web-
enabled mobile phone, users will be able to connect to important information 
from mobile devices. Users can read and respond to email messages, get 
instant access to portal sites to obtain the information on itineraries and flight 
status, and check stock quotes from mobile devices. As the top three portals 
attempt to expand to interactive television, handheld devices, cell phones, and 
pagers, the portals’ instant messaging service could present phenomenal 
opportunities. For example, a person watching CNN news on the portal site in 
Seoul who wants to discuss the news with a friend in New York could send an 
instant message over a digital TV connection. The Web portal industry is 
characterized by rapid technological developments. Future studies should focus 
on portals’ ability to adapt to these high-tech technologies. 
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Newslinx: http://www.newslinx.com 
  
NY Times http://www.nytimes.com 
  
Portalhub: http://www.portalhub.com 
  
Portalmix: http://www.portalmix.com 
  
Tele.com: http://www.teledotcom.com 
  
Telecommunication Information Resources: 
http://china.si.umich.edu/telecom/ 
  
Telecommunications Magazine: http://www.telecoms-mag.com/tcs.html 
  
Telephony: http://www.internettelephony.com 
  
USA Today: http://www.usatoday.com 
  
Wireless news: http://wow-com.com 
  
Zdnet News: http://www.zdnet.com 
 
 
 
Marketing and Finance Information 
American Stock Exchange: http://www.amex.com 
  
CNNfn: The Financial Network: http://cnnfn.com 
  
Corporate information on Individual 
Companieshttp://www1.zacks.com/free.html 
 
Entrepreneur news: http://www.entrepreneurmag.com 
 
Financial Times: http://www.ft.com 
  
IPO Central http://www.ipocentral.com 
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Data on recent and upcoming initial public stock offerings 
Market Places and Quotations http://www.wiso.gwdg.de/ifbg/stock1.html 
 
Money Magazine: http://www.pathfinder.com/money/plus/index.oft 
 
NASDAQ: http://www.nasdaq.com - U.S over-the-counter stock market 
 
New York Stock Exchange: http://www.nyse.com - Primary U.S stock market 
 
Securities & Exchange Commission http://www.sec.gov/ 
  
The Wall Street Journal: http://www.wsj.com 
 
USA Today Stock Quotes: http://cbs.marketwatch.com/news/ 
 
YAHOO!’ s Money&Investing Links: 
http://www.yahoo.com/business_and_Economy/Markets_and_Investments/ 
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